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The development of the internet, and social media in particular, has brought about 
radical changes in society; museums have already been experiencing their own 
cultural shift: from an approach focused on exhibits to one focused on the visitor and 
their interaction. We wished to examine how museums make use of social media for 
cultural communication. We began by examining the history of communication and 
media, and using that knowledge to create a questionnaire on the use of social media 
in two museums in Thessaloniki: The Archaeological Museum and the Museum of 
Byzantine Culture. The literature review showed that, like earlier forms of 
communication, social media are an indicator of human evolution, and like other 
media, they have the ability to communicate to the masses; unlike other media, 
however, social media are interactive. A questionnaire was compiled to examine how 
museums use social media. The questionnaire consisted of eleven questions regarding 
the use, choices and benefits of using social media, including during the Covid-19 
crisis. This was sent to senior members of staff at the Archaeological Museum of 
Thessaloniki and the Museum of Byzantine Culture. The responses demonstrated the 
importance of social media for museums to inform the audience and keep them 
entertained and active. It was also noted that the museums in question focused 
predominantly on Facebook; consequently, a business plan was made using a SWOT 
analysis, to examine the potential of using Instagram. The conclusions of this thesis 
are drawn from the results of the research and questionnaire, and the business plan we 
outline at the end of the dissertation is a tool that museums can use. Social media 
offer interactivity that museums can exploit. To be successful in this endeavor, 
museums require specialist knowledge and a flexible attitude. 
 
Preface 
This dissertation was written as part of the M.A. in Art Law and Arts Management at 
the International Hellenic University.   
During the course of my studies, I was particularly interested in the history of 
communication and how that evolved into the social media we use today. Having 
worked at a museum myself, I was aware of the need to attract new visitors and 
interact more with the public and I recognized that by taking social media seriously, 
the potential benefits are significant. 
The idea was further inspired by the period we spent in the spring of 2020, the spread 
of the Covid-19 virus and the subsequent lockdown. As was observed, museums 
worldwide, including in Greece, made an effort to entertain their audience and keep 
them active through their social media. Due to the situation we are experiencing even 
now in the winter of 2020-2021, the research was limited only to the questionnaire in 
these two museums.  
The main problem I faced at the outset was the closure of libraries. I had to search and 
use online copies of books and articles, some of which allowed only restricted access. 
Some of the articles I found were from commercial rather than academic publications, 
which were not always trustworthy; some of the academic sources I found were quite 
old. I chose the questionnaire as the best way to analyze the situation in museums as it 
could be answered in the respondents’ own time, requiring only five to ten minutes; 
during the lockdown period I was unsure how much time the respondents would be at 
work. Furthermore, I believed the results of a questionnaire can be analyzed and 
compared more easily than those of an interview. For the same reasons I used Google 
Forms for the questionnaire. The period between sending the initial email and 
receiving both responses was approximately three weeks. During the Arts 
Management course, I learnt how to use business plans and learnt that SWOT 
analyses are commonly used in businesses and institutions. Consequently, I selected a 
SWOT analysis as a way to investigate the potential benefits of Instagram for the 
museums. 
I wish to thank the respondents, without whose cooperation, I would not have been 
able to conduct this analysis. 
I would like to express my gratitude to Dr. Konstantinos Karatzias, Lecturer in the 
International Hellenic University for his invaluable help, his recommendations and 
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Awareness and recognition of the social role of museums has been a decisive factor in 
those institutions adopting a friendlier and more open attitude towards the public 
through radical changes in their mentality, structure and organization with the aim of 
better informing their audience. 
The diffusion and democratization of knowledge and information, frenetic 
technological development, the digitization of information and its continuous 
bombardment of the public together with the systematic use of social media by a large 
proportion of the populace today have greatly influenced the development and the 
structure of museums. Museums now understand people's needs, focus on them, and 
even react to the changing societies and external conditions that arise. In order that 
museums are able to follow the social changes that occur in modern society, they 
must communicate with new interactive models of communication and involve those 
models in the museum's actions through the participatory process. 
To a large extent the target of museums is the young audience, which communicates 
with the museum in a different, more interactive way; the young audience is the 
audience that has led to museums’ use of new models of communication more 
interactive and entertaining. 
This dissertation aims to investigate cultural communication from the museum to the 
public through social networking with the aim of reaching the younger generation. 
Social media has taken over our daily lives and has become an integral part of it. The 
role of social media in relation to museums is that museums can now offer new forms 
of entertainment and communication, as well as keep pace with the evolution of 
society and adapt to it. It is necessary that the museum is able to adapt new social 
media and be able to adopt them and exploit them effectively to gain new visitors and 
meet their needs.  
 The purpose of this dissertation is to understand the importance of social media in 
contemporary Greek museums. The work consists of the Introduction, three Chapters 
and its Conclusion.  
The chapter 1 of this dissertation is introductory. Chapter 1 includes the historical 
overview of human communication over the centuries to understand its development. 
The first media are also outlined and how they helped man to evolve. Then we detail 
the appearance of the internet and the radical change in communication from the 
moment of its appearance. The chapter ends with an analysis of Web 2.0. 
 The chapter 2 deals with social media and its impact on Greek museums. The section 
begins with a review of the historical development of social media, then the 
definitions of social media are presented. The section continues with the key 
characteristics of social media, which are analyzed in greater detail. The following 
section deals with the categorization of social media before a discussion on the 
change they brought to society. In the second half of this chapter we introduce the 
concept and purpose of the museum, starting with a historical retrospective of the first 
9 
 
Greek museum. The chapter concludes with an examination of the importance of 
social media in museum practice and communication and the design of social media 
in museums. 
Chapter 3 centers on research. In order to fully understand the management of social 
media by museums, we examined the case studies of two museums in Thessaloniki, 
the Archaeological Museum and the Museum of Byzantine Culture. To this end a 
questionnaire containing 11 closed-ended and open-ended questions was sent 
electronically to these museums. 
The chapter begins with information regarding the two museums of Thessaloniki, then 
we describe the process of creating the questionnaire. Subsequently, we analyze the 
results of the questionnaire regarding the responses provided. To conclude the chapter 
we created a business plan which has been formulated with SWOT analysis and 
suggests methods for improvement of Instagram use by museums. Finally, we present 
our conclusions and proposals. 
 
Chapter 1The communication of man from the beginning to the 
advent of the internet 
1.1 First forms of human communication 
With the ultimate goal of understanding the evolution of human communication and 
indeed the use of social media and their significance, it is necessary to begin by 
exploring the earliest known examples of communication on the planet. 
 In Politics Aristotle refers to man and specifically says that “man is by nature a social 
animal”. (Στεφανοπούλου, 2012) Man cannot live alone; he has been created and 
created to live in societies to interact with people and to live in groups. According to 
Aristotle, if man chooses to live alone isolated from humans, he is either a lifeless 
animal or a god. (Th.K.Stephanopoulos, 2012) Nature, as we are accustomed to say, 
does nothing in vain and man is the only animal who has been endowed with the gift 
of speech. The reason is our natural gift for rational thinking, but also the articulation 
of this thinking. It is in our nature to speak and indeed to speak logically. 
But in order to understand the evolution of communication today it is necessary to 
look deeper through the centuries from the beginning of man, how the first humans on 




1.2 Homo Erectus and communication 
The basic biological units of homo erect hunting groups foreshadow the existence of 
human nuclear families, which were founded on the institutions of the home base and 
the distribution of activities by sex. Very little is known about the history of language 
prehistory. Modern types of language appeared years after the disappearance of Homo 
Erectus. However, they are believed to have used some form of language to 
communicate their basic needs such as food and protection from predators. What 
communication system the first humans used may never be known, but logically we 
can assume that the initially humans first began to separate the cries related to those 
of other animals into particular sounds which they could list in a different order. This 
enabled them to formulate different messages and may have been the distant root of 
grammar. Ιt is still not possible to distinguish one evolutionary process from the 
others: better eyesight, increasing ability to view the world as a whole of distinct 
objects, and the proliferation of artifacts through the use of tools, developed at the 
same time for hundreds of thousands of years during which language evolved. All of 
these contributed as processes together in the continuous expansion of mental 
capacity, until one day, the formation of concepts became possible and abstract 
thought appeared. (Fokion Georgiadis, 2003) Whatever the relative role language 
played in human evolution, it is generally accepted that its influence was significant. 
1.3 History of communication media 
The evolution of communication is part and parcel of the evolution of the human 
species. This implies that communication is part of human nature a basic need of man 
enabling him to socialize and feel part of the community.  
Friedrich Adolf Kittler (1943-2011), the German literary scientist and media theorist, 
sees two distinct eras in the history of communication technologies: the era of Writing 
and the era of Technical Media. Each of these two eras is subdivided into two further 
groups: “Scripts” and “Printing” under Writing, and “Analog” and “Digital” under 
Technical. (Laure, 2017) 
The forerunner of all these means mentioned above was information conveyed 
through oral speech. The communication of meaning, narratives and ideas through the 
use of human memory is best exemplified by the rhapsodists in ancient Greece. 
However, this medium was far from perfect as the data conveyed was often inaccurate 
due to misunderstanding, change of meaning or the omission of details. 
1.4 First forms of written communication 
 Kittler divided the first era of communication, Writing, into two periods “Script” and 
“Printing”. During the Script period information was initially communicated and 
stored by means of manual writing and copying, starting with portable writing 
surfaces such as bamboo in China, unwashed clay in Mesopotamia and papyrus in 
Egypt. In 140CE the codex appeared, the forerunner of the modern book, a medium 
that had distinct advantages over its predecessors, being more durable and easier to 
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read and find information. What we now think of as paper arrived in Europe in the 
13th century from China and was the medium of choice for authors and universities 
due to its durability (Laura, 2017). 
The second era of Writing, according to Kittler, was ‘Printing’. It too has its origins in 
China, and together with the invention of paper satisfied the desire to keep a record of 
holy texts. The Chinese Bi Sheng is credited with the invention of the world’s first 
movable type technology in the 11th century when he used baked clay inscribed with 
characters and placed in an iron frame to be pressed on the printing surface. Printing 
in Europe began in 1450 when the German goldsmith John Gutenberg used an alloy 
of lead, tin and antimony to create typographic elements. His method was practical 
and economically viable for printers, and was used to print copies of Bible in Latin. 
The mass production of books meant the dissemination of knowledge to the many, 
and with it the Enlightenment (Britannica). 
1.5 Technical Media 
The age of technical media is characterized and shaped by the code of modern 
mathematics and is faster than human perception. These media, such as telegraphy, 
have had a global impact. Through electromagnetic waves the dissemination of 
information and various goods became international and the information time became 
precise. At the same time, inventions such as the telephone, film, the gramophone, 
and the radio were made using electromagnetic waves. It was the scale of the 
information transmitted that characterized that era, but there were further effects: 
radio standardized unwritten languages and in so doing created a form of “secondary 
orality” (Ong, 1982). 
1.6 Digital Technologies 
The age of digital technologies is characterized by a change in the way data is entered, 
is encoded. What stood out and marked that time was Turing’s construction of the “a-
machine” (or “automatic machine”) in 1936, the forerunner of the computer. This 
machine formed the basis for the creation and development of new machines. Digital 
data, with its signal processing and ease of transmission, allows for information to 
break physical parameters. However, the inexorable advance of digital technologies is 
not without its threats: Kittler foresees a point at which the physical limits of signal 
processing will be reached, when artificial intelligences will no longer require human 
control of the processing of commands, the point at which, he claims, “the history of 




1.7 Old – Traditional Media 
The Canadian philosopher Herbert Marshall McLuhan (1911-1980), educator and 
scholar of media communication was the one who coined the term globalization as 
well as the expression "the medium is the message" (Mambrol, 2017). Ηe even 
predicted the World Wide Web 30 years before its appearance, something pioneering 
for that time. McLuhan stood out for his research on the media (Fishman, 2006). 
The communication theorist with the quote "the medium is the message" meant that 
the technological revolution is an extension of man. In other words, technology is an 
extension of man’s central nervous system. Since the media can be said to create 
environments, we can talk about information ecosystems and then "the medium is the 
message". And since technology is the processing and accumulation of experience, 
any technological development can be used as a weapon. So, if every war is a "war of 
icons", then today's wars are just battles of unequal technologies, as he said. The 21st 
century confirms it (McLuhan, 1964). 
 By definition old media means media that appeared before the advent of the internet, 
such as books, newspaper, television and cinema. Old or traditional media could be 
characterized as those media that communicate a uniform message in one direction to 
a large mass homogeneous audience, the characteristics and interests that they convey 
each time are almost the same. Asemah (2011) describes traditional media of 
communication as “channels or technological devices through which messages are 
conveyed to a large and heterogeneous audience” (Apuke, 2016). 
The transfer of messages to the traditional and old media is done from a source to a 
large-scale destination. Traditional media are intended for information, entertainment, 
political broadcasting and education. 
1.8 New Media 
 The invention of typography is generally ascribed in European education to 
Gutenberg in 1439. Though now regarded as a medium in decline, printing was a 
revelation at its inception; for centuries it was accepted as the primary means of 
reproduction of information, demonstrating the degree of relevance of ascribing the 
term “new” to new media and indicating how closely connected the term is to the era 
in which it is discovered. “New” is of its time. Similarly, the reasons for calling a 
medium “new” vary according to the technological developments that helped bring 
about its invention and adoption. Conversely, it is perhaps easier to agree what is not 
a new medium than to say what is a new medium due to the rapid development of 
new technologies (Lister Martin, 2003). 
By adding the word "new" to today’s media, we refer to new methods of 
communication by means of digital information and communication technologies; our 
“new media” are predominantly electronic and digital, with characteristics of 
information and data processing ability, file compression networking and 
interactivity. It is this digital nature of the new media that separates them from the 
old-traditional media, one feature of the former being the ability for information to be 
presented in a new non-linear fashion. For instance, the structure of the website means 
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that the visitor is able to navigate it alone, allowing the most rapid and direct flow of 
information and providing immediate, interactive feedback to the user, in so doing 
creating a sense of collectivity. Thus, a form of democratization is achieved in terms 
of the creation, distribution and presentation of the medium (Fidler, 1997). 
Further examples of this interaction are the internet, video games, virtual interactive 
social networking sites, and multimedia digital applications such as DVD and CD-
ROM. 
1.9 Web 2.0 
During a conference exploring ways to upgrade the World Wide Web between 
O’Reilly Media and Media Live International in 2004, the phrase Web 2.0 was coined 
(O'Reilly, 2009). The O’Reilly vice president Dale Dougherty noticed that the internet 
was growing in popularity and becoming a significant part of the daily life of an 
increasing number of people. New websites and web applications were continuously 
emerging and very quickly achieving public recognition and adoption. At the same 
time, a great many commercial enterprises were beginning to focus their business 
interests around the internet in order to attract new and existing customers to this 
channel. 
 Today the phrase Web 2.0 is applied to the new generation of the World Wide Web, 
be it Internet or Intranet, constructed around the increasing ability of Internet users to 
collaborate through the medium and share information. Those who use Web 2.0, this 
new generation, have no specialized computing or networking skills but are able to 
interact on this dynamic online platform. And the users of Web 2.0 are not bound by 
the limited platform of a computer; rather they have the act as they once did on their 
computer but this time on the World Wide Web. The majority of experts in this field 
envisage a new method of designing websites centered on user interaction, thus 
allowing the user to alter both the environment of the page and its content. Common 
applications of Web 2.0 are social media, wikis and blogs, and some of the interaction 
commands chosen for Web 2.0 are familiar commands already acquired from social 
media sites including Facebook and Youtube, such as “search”, tag, “citation links” or 
“authoring”, as is done on wikis, where users have the ability to not only write new 







Chapter 2 Social media and their impact on Greek museums 
2.1 Historical development of social media 
Upon closer examination, it becomes clear that social media are merely the latest 
extension of the media and communication that preceded it, that we are all familiar 
with. And like all mass media before them, social media developed gradually over the 
years, adapting to the needs of modern life and demands of modern society. 
 According to Wirtz (2011), mass media are defined as all the technical means of 
communication and the supply of information to a wide audience, in printed, audio or 
visual form (Bernd, 2011).  This definition can be applied to traditional - old media 
such as television, newspaper and radio. Historically, the first means of 
communication was established around 550 BC in Persia and was associated with 
postal services (Burke, 2005). Traditional media are channels of information, but they 
traditionally represent one-way communication channels with no means for the users 
to share their views or comment on events. The advent of Web 2.0 in 2004 enhanced 
the ability of Internet users to interact, share information, and even collaborate online. 
In other words, they were given the opportunity for greater flexibility through Web 
2.0. The social component, constituting the second element of social media, is what 
differentiates them from conventional media technologies. 
The first social media as we know it today appeared in 1998 and was called Open 
Diary. The founders of this site were Bruce Ableson and Susan Ableson, the former 
describes Open Diary as "the first web site that brought online diary writers together 
into a community" (Payne, 2017). Open Diary has played host to over five million 
diaries since its foundation and was home to half a million diaries. At its peak in 2008 
OpenDiary .com was truly international, with contributors from all 7 continents in 77 
countries, and boasted over 561,000 diaries. This site had a profound influence on 
later social networking sites in terms of page architecture and the use of key features 
such as a friends-only privacy policy and the ability of readers to post comments 
(Marcus, 2010). 
During this same period the term “weblog” first appeared, later renamed “blog”. The 
next landmark development in the realm of social media occurred in August 2003 
with the foundation of the social networking site MySpace by the company e-
Universe Internet Marketing. MySpace was known for hosting pop stars’ pages, 
featuring customizable profiles and the creation of online stalking culture. Three years 
after its inception MySpace was the number one website and was valued at $12 billion 
a year later in 2007 (Jowitt, 2017). In February 2004 Facebook, the most popular and 
successful social networking site to this day, was founded by Mark Zuckerberg, a 
Harvard University student initially as a platform on which to unite all the students of 
the institution. 24 hours after its inception the site had enrolled over a thousand 
student members; today the number of active Facebook users stands around 2 billion. 
Facebook became the best-known social networking medium in the world and 
remains one of the most influential companies in the world. For a generation of 
internet users it represents the go-to social media site, popular among older users, 
Facebook played a major role in bringing the internet into the era characterized by 
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high participation and user-generated content, Web 2.0 in other words (Onion 
Amanda, 2020). 
A further recent addition to the world of social media has been Virtual World. Virtual 
Worlds are digitally simulated online environments in which the user moves and 
interacts through their own three-dimensional presence, an avatar. Perhaps the most 
popular application in recent years is the so-called “second life” (Kaplan Andreas H. , 
2009). 
 
 2.2 Definition of social media 
Kaplan and Heinlein (2010) in their article Users of the world, unite! The challenges 
and opportunities of Social Media, define social media as a set of web applications 
based on the ideological and technological foundations of web 2.0 and which allow 
the creation and exchange of user generated content (Kaplan Andreas M. H., 2010). 
According to Halonen & al (2008), (Ahlqvist T.Back, 2008) “social media” is that 
means of interaction in which people create, exchange and share content in networks 
and virtual communities. This above definition is very similar to that of Jones (2009) 
who states that social media is in essence a type of online media through which 
people talk, participate and share but emphasizes that in so doing they generate 
discussion, feedback comments, the exchange and dissemination of information by all 
parties involved. According to Zhang (2010), the emphasis in this context is primarily 
placed on interaction rather than on content (Zhang, 2010). 
Evans (2008) sees social media’s defining characteristic as its democratization of 
information as people, by their use of the media, become publishers rather than mere 
readers. (Mckee, 2010) Moreover, as well as being a source of information for users, 
social media offers support, both emotional and social, according to Wellman & 
Gulia,(1999) (Kollock Peter, 1999). And according to Hofstetter (2017), the 
interactions had through social media merely reflect everyday conversations that 
occur in traditional social settings such as a playground, a nightclub or a supermarket 
with the crucial difference being that the internet acts as a digital “loudspeaker” such 
that the conversations reach a greater number of people (Hofstetter Sarah, 2017).The 
common thread running through all of these definitions is that of information 
exchange, conversation and social interaction all through the use of technology. 
 
 
2.3 Key features of social media   
According to Mayfield (2008), (Chan-Olmsted, 2013) social media exhibits some 
important features: 
• Participation: social media encourages stakeholders’ input and feedback. This 
involvement bridges the divide between the media and the public. 
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• Transparency (Openness): most Social Media services invite feedback and 
participation from users, and barriers to the access and use of content are rare. 
• Conversation: In contrast to traditional media, whose content is only broadcast 
one way to an audience, Social Media offers a two-way conversation. 
• Community: Social Media enables the instant and simple creation of 
communities sharing common interests, for instance their love of Anime or a 
particular TV show. 
• Connectedness: links to other websites, resources and people are used in order 
to develop coherence. 
 
 2.4 Categorization of Social Media 
The number of social media available on the internet today runs into the hundreds; at 
the same time there is an annual emergence of new media while older media are 
evolving. The forms that social media may take are numerous from social networking 
pages, through blogging, to multimedia sharing (Zhang, 2010). Zhang notes a number 
of attempts have been made to categorize social media along different lines. 
Kaplan (2009) (Kaplan Andreas H. , 2009) based his categorization on the two main 
aspects of social media that are combined in its formation: social process and media 
theory. Later, (Kaplan Andreas M. H., 2010)  he employed the interaction and 
socialization characteristic to each medium as a means of distinguishing them. 
Owyang (2009) (Owyang, 2009) on the other hand, based his categorization on the 
capabilities of the social media. What follows are a number of these categorizations. 
Kaplan & Heinlein (2010) distinguished six major categories of social media based on 
two key aspects of social media, namely the social process and the theory of media. 
Consequently, the following categories emerge discerned: 
2.4.1 Collaborative projects 
Allen (2011) (Allen, 2011) uses this term to include websites whose users work 
collaboratively, editing or adding content to a common goal or specific theme. As a 
result of this type of interaction Kaplan & Heinlein (2010) called collaborative 
projects the most democratic user-generated content event. The essential concept 
underlying the existence of collaborative projects is that of stronger together, where 
the collaborated whole is greater than the sum of the individual participants' 
contributions. Collaborative projects are different to other popular examples include 
wikis and social bookmarking. 
Wikis are a particular type of website on which users can edit, add or remove text 
content. Wikipedia, the online encyclopedia, is perhaps the most popular example of a 
wiki and is today available in over 280 languages around the world. A further member 
of the category of collaborative projects is social bookmarking. Noll & Meinel (2007) 
(Noll M. G., 2007) state that by socially bookmarking pages, users are able to share, 
comment on, collect, rank and mark web pages of interest via links. Two popular 
examples are Delicious and Reddit, both of which enable users to place articles of 
interest on their own bookmark and so making those articles easier to access by 
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others. As a result, the articles gain in popularity as other users are encouraged to read 
them. The term "tagging" is a key characteristic of social bookmarking systems. By 
tagging items, the user is abale to improve the organization of their bookmarks with a 
greater degree of flexibility, and the activity of tagging gives rise to a shared 
vocabulary among users, the so-called "folksonomies". 
Additional members of the category of collaborative projects are social news sites, 
such as Digg. These websites enable the users to read current articles and vote and 
comment on them. 
The importance of collaborative projects among the categories of Social Media lies in 
the fact that they represent a primary source of information for consumers (Kaplan & 
Heinlein, 2010). 
2.4.2 Blogs 
According to Lindmark (Lindmark, 2009), blogs are a type of online magazine and 
are the oldest form of social media. Blogs are in fact websites which are regularly 
updated by user-generated information, personal log entries and comments. Allen 
(2011) (Allen, 2011) states that blogs are in essence a platform for communication 
through which the voice of one writer attempts to reach the ears of many. They are 
typically run by an individual but enable the element of further interaction by 
allowing users to append comments (Kaplan A. M., 2009). Blogs are widely utilized 
by businesses to inform their staff, shareholders and customers regarding topics of 
importance and have the added bonus of enhancing the company's policy of 
transparency. 
In addition to the positive aspects offered by such company blogs there are, however, 
drawbacks. In their article "Complaining to the masses: The role of protest framing in 
customer-created complaint websites" Ward & Ostrom (Ward, 2006) noted that the 
blog can be a means by which dissatisfied or frustrated customers may voice their 
complaints, as a result of which the company is forced to respond by appointing a 
suitable member of staff to allay the complainant and restore the company image. 
Similarly, the corporate blog may also act as a conduit for disgruntled staff to air their 
grievances about the company or their superiors. 
Today's most widely used blogs are Blogger and Twitter, which is classified as "micro 
blogging" as the content is limited to 280 characters and boasts over 350 million users 
as of Q3 2020 (Twitter Revenue and Usage Statistics (2020) - Business of Apps. 
2.4.3 Content communities 
 Content communities enable users to create and share content in the form of audio, 
video and video files. Unlike many other types of social media, it is not necessary for 
users to create a profile in order to participate (Kaplan Andreas M. H., 2010); they can 
simply upload content or comment on the content of other users. 
Three of the most widely known instances of the category are YouTube, Flickr and 
Pinterest. YouTube allows users to share video content, Flickr users share photos, 
while Pinterest is a photo sharing website and a social network combined with 442 
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million users worldwide towards the end of 2020. Finally, there is Slide Share, a host 
for professional content in the form of PowerPoint, video or other graphic media.  
 The popularity of content communities (over 100 million videos are viewed every 
day on YouTube) and the fact that they represent an effective channel to reach 
potential consumers has attracted the interest of business. However, these sites often 
publish copyrighted material (Kaplan Andreas M. H., 2010), which is leading to the 
removal of some content and may discourage business who do not wish to be 
associated with illicit activity. 
2.4.4 Social networking sites 
Won (WonKim, 2010) defines social networking sites as websites that enable users to 
create online communities and share user-generated content within them. The 
communities created are virtual in nature (Murray, 2007) and require users to create a 
profile before engaging with friends and participating in common interest groups. 
Two of the most widely used examples are Myspace and Facebook. The next most 
popular social media application after Facebook (with its 2.7 billion users) is 
Instagram, now owned by Facebook and with around 1 billion users. Instagram is on 
the rise and is especially popular among people between 17 and 35 years old in 
Greece. Social networking sites are the most widespread manifestation of Social 
Media and were the forerunners of other social media (Hock, 2010); Classmates.com 
and SixDegrees.com are recognized as the first social networking sites, launched in 
1995 and 1997 respectively (Ellison, 2008); (Hock, 2010). 
2.4.5 Virtual worlds 
Virtual worlds are simulations of 3D environments and act as platforms on which 
users can interact with others as if in real life using a personal avatar to represent 
them. Virtual worlds represent the pinnacle of what is possible through Social Media 
today offering the highest degree of social presence through the use of cutting-edge 
technological capabilities (Kaplan Andreas M. H., 2010). 
There are two main categories of virtual world applications: virtual games reality (the 
world of virtual games) exemplified by World of Warcraft, and virtual social worlds 
such as Second Life. The latter is of particular interest as users have the ability to 
have their real-life actions and behaviors mimicked through the application. 
 The worlds of marketing and business see the potential in virtual worlds as an 
opportunity to communicate with consumers and advertise products. By noting the 
demand for their virtual products created in the virtual world, the company can 
identify real-world preferences for their real-world products. (Kaplan A. M., 2009).  
In his 2010 article Social Media and Distance Education, Zhang (2010) offered 
(Zhang, 2010) a more detailed categorization of social media, dividing them as 
follows: 
• Social networks or social networking pages: Facebook 
• Social bookmarking: Digg, Delicious 
• Collaborative authoring sites: Wikipedia, Google Docs. 
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• Multimedia sharing sites: YouTube, Flickr 
• Blogs (blogs- micro blogging): Blogger, Word Press, Twitter 
• Web conferencing: WebEx, GoToMeeting, DimDim. 
 
2.5 Social changes brought about by social media 
Social media has a catalytic effect on social change worldwide. Human 
communication has changed radically as a result and has adapted to the new data. 
Social media users satisfy an innate need, that of feeling that they belong to a 
community. According to the sociologist Barry Wellman (2001), a community is 
defined as a network of interpersonal relationships that provide a person with 
sociability, support, information, a sense of belonging, and social identity. (Wellman, 
2001) 
Social networking platforms in which people most actively participate, create a sense 
of coming together, forming opinions, guiding and even working as a team. There are 
numerous examples in which the mobilization of citizens for burning current issues 
began from such platforms. It is evident that social media has contributed to the 
strengthening of social capital. The sociologist Coleman argued that social capital is 
an innate concept of social structure which helps and strengthens individual action 
and consequently gives meaning to the social context (The team of the Institute for 
Intercultural Solidarity, 2011). However, in networks with high levels of social 
capital, the principle of reciprocity prevails, which contributes to personal-individual 
well-being, if we take into account that participants have easier access to information 
or other resources, where there is an opportunity for individual integration. (The team 
of the Institute for Intercultural Solidarity, 2011) 
In addition, the participation in and use of social media have had positive effects on 
the social needs of users such as reducing feelings of loneliness and depression while 
increasing their self-esteem and feeling of social support. 
Social media in the field of information has also brought about radical change, 
overthrowing the monopoly that until a few years ago the traditional mass media 
maintained in the selection of broadcast news as well as in the dissemination of 
information, thus giving citizens the opportunity for free expression. 
2.6 Concept and purpose of the museum      
In order to understand the meaning and purpose of museums, it is first necessary to 
provide a definition of the museum. According to the statutes of ICOM (the 
International Council of Museums), adopted at the 22nd General Assembly in Vienna, 
Austria, on 24 August 2007, the current definition is as follows: “A museum is a non-
profit, permanent institution in the service of society and its development, open to the 
public, which acquires, conserves, researches, communicates and exhibits the tangible 
and intangible heritage of humanity and its environment for the purposes of 
education, study and enjoyment.” (ICOM, 2007) This definition replaced the 
definition that had existed for over 30 years: “The Museum is a non-profit permanent 
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institution / organization in the service of society and its development, open to the 
public, which acquires, maintains, researches, promotes and mainly exhibits, with the 
aim of study, education and entertainment, the material evidence of man and his 
environment”. (Statutes, 1974) 
 The word museum comes from the Greek word “μουσείον” which means temple of 
the Muses, space dedicated to the Muses and the arts they represent. (Πολιτισμός, 
2020) The term "museum" may refer to the institution or organization or space 
intended for the collection, study and exhibition of materials and intangibles of man 
and his environment. The form and functions of museums have been very diverse 
over the centuries. Their exhibits were altered as was their mission, their mode of 
operation and their administration. (Desvallées Andre, 2014) 
The traditional role of museums and galleries is to exhibit artifacts of the past, the 
treasures of our cultural heritage and history and to disseminate art of the past and the 
present while protecting the viewer from the negative phenomena of the 
commercialization of art, preserving the artistic quality as a whole. It is a fact that the 
role and purpose of the Museum has changed radically in the last decade; even in 
Greece strategies are now implemented with a recognition of the activation of the 
museum in the city, in society. With the proper organization and operation of the 
museum, conditions are created that promote the museum as a pole of attraction for 
the citizens of the country but also of the tourists through actions such as the 
connection of the museum with education and educational programs, participation in 
artistic-cultural programs by students and adults, and workshops. It is important to 
mention the regional and national cooperation of museums through the organization 
of exhibitions, conferences, exchange of cultural material, international cooperation in 
order to exchange experiences on museum policy, the transmission of cultural 
heritage and the initiation of the public in culture, modern art and its creators. Also 
the recreational role of a museum is equally important and should be mentioned. 
Through innovative actions, a museum can attract viewers, create an audience that 
will not only visit the museum but also activate it with new ideas. (Χριστάκης, 2015) 
An important purpose of the museum is to focus on the attraction of new visitors, 
especially those aged 15-40. People of these ages are the generation that hold the 
future of the country in their hands (Thussen, 2016). Hands-on contact with the 
exhibits, and well focused supervisory material can offer knowledge which is difficult 
to pass on in the classroom. Knowledge of history is essential to enable the country to 
move forward. Within all museums, pieces of history and pieces of the past are 
waiting to be discovered. 
2.7 Historical retrospection of the first Greek museum 
 During the transitional period in which Greece was under the supervision of the Great 
Powers, the first Governor of the modern Greek State, Ioannis Kapodistrias decided to 
establish the first Greek Museum. Ioannis Kapodistrias was Governor of Greece from 
January 26, 1928 to October 9, 1831 and during that time, in addition to other state 
projects which he instigated, in 1829 he appointed Andreas Moustoxydis to collect 
antiquities from different parts of the island country in order to establish a collection 
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at the Archaeological Museum in Aegina. With a resolution by Ioannis Kapodistrias 
on October 21, 1829, the "National Museum" was founded, which was housed in the 
building of the Orphanage in Aegina. This act, the establishment of the museum, was 
considered necessary for the security and preservation of Greece’s monuments of 
cultural heritage from the looting, destruction and illegal trade which had led many of 
the antiquities to end up in museums and collections abroad. (Steinhauer, 2013) 
Athens was designated the Capital of the Greek State in 1834 and thus the seat of the 
museum was moved. With the law of 10/22 May 1834, the "Central Public Museum 
of Antiquities" was established. In 1937 Thiseio was designated the central 
archeological museum and most of the exhibits from Aegina were transferred there. 
Due to the lack of space, further areas in Athens were requisitioned for the 
preservation of the exhibits, such as the Stoian of Hadrian and other public buildings. 
(Steinhauer, 2013) 
 The construction of the current Archeological Museum building was designed by 
Ludwig Lange with modifications by the architect Ernest Ziller for the facade, the plot 
was donated by Elena Tositsa and sponsored by the Bernadakis family from St. 
Petersburg. The Museum opened to the public in 1889 and as exhibits housed the 
permanent collections which today are found in the Collections of Prehistoric 
Antiquities and the Collection of Sculptures. During the first half of the 20th century 
the Museum began to enrich its collection with exhibits which were found in 
excavations in various parts of Greece. From 2004 to 2009 the various updated 
permanent Exhibitions of the National Archaeological Museum were opened to the 
public: the Collection of Prehistoric Antiquities and the Collection of Sculptures 
opened in 2004, followed by the Collection of Vases and the Collection of Bronze in 
2005, then the Stathatos Collection and the Egyptian Collection in 2008, before the 
Cyprus Collection, the Collection of Clay Figurines, the Collection of Vlastos - 
Serpieri, the Collection of Gold Jewelry and Silver Utensils and the Collection of 
Glass Utensils in 2009. Upon completion, the newly renovated National 
Archaeological Museum today allows the public to view antiquities from Greece, 
Cyprus, Egypt, Italy and other regions covering the period from the 6th millennium 
BC through to the 4th century AD. These exhibits represent a detailed perspective of 
the world of ancient Greece and its culture both at home and throughout the eastern 
Mediterranean. 
Since the 1980s the National Archaeological Museum has regularly held temporary 
exhibitions on a great number of stimulating topics. In addition, some of the 
antiquities housed in the museum on a permanent basis are loaned to other institutions 
both in Greece and overseas for their own temporary exhibitions. Similarly, since the 
late 1990s the National Archaeological Museum has extended its participation in 
multi-level educational and cultural activities beyond its own doors to collaborate on 
exhibition programs both domestically and internationally. (Official site of National 
Archaeological Museum) 
The dissemination of information in the past was limited. Compared to society today, 
the means of communication through which people received information were 
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limited; from an economic point of view, not everybody, not even the majority, may 
have had the opportunity to travel, receive an education or even visit a museum. 
Consequently, art and the appreciation of ancient cultures was for the few, not the 
many, which led to greater elitism. After the Industrial Revolution in the latter half of 
the 18th century the world and society in general were greatly affected as concerns 
society’s structure and development. The Enlightenment and its ideas brought about 
changes in ideology, and culture was not unaffected. Museums shifted their focus to 
reaching greater numbers and a wider range of visitors, understanding the desire of 
the masses for knowledge, entertainment and information. 
 
2.8 Importance of social media in museum practice and 
communication with the public 
Over the last two decades, museums and cultural organizations in general have 
undergone a cultural change. Museums in particular used to have a strategic approach 
that placed greater emphasis on exhibits and museum collections. This strategy shifted   
to concentrate more on the visitors, making them the focal point, and their 
relationship with the cultural institutions and their interaction with them. Institutions 
now focus on and take into account the active role of each individual in his daily life, 
the communication model they adopt is that of cultural dialogue, that is the museum 
to the public and vice versa, always guided by the visitors and not so much by the 
exhibits. (Dariah-GR/ΔΥΑΣ, 2014) 
 The environment in which museums operate today is demanding due to both the 
challenges and the opportunities that modern society brings. The economic crisis that 
afflicts the country and the myriad of cultural and entertainment choices with which 
people can fill their time create a sense of fair competition in the need to attract more 
visitors to the museum. 
Social media is used by both people and museums or cultural institutions to 
strengthen communication and create new social relationships. User-visitors to the 
museum on the museums’ active platforms have the opportunity to be informed of 
new cultural trends, to interact, to express their opinion freely, to be entertained, to 
also feel that they have a valued relationship with the museum and to exchange 
opinions on a variety of issues as well as on questions that arise. The possibilities 
offered by social media are what keep the visitors active. Distances are eliminated, the 
user can at any time be informed of developments and current thinking at the museum 
free of charge as well as tour the museum through the active platforms. All of this 
contributes to the development of social media of museums on a daily basis, in an 
attempt to interact with the public and respond to their needs in order to build a 
relationship based on trust. (Dariah-GR/ΔΥΑΣ, 2014) 
2.9 Design of social media in museums 
Since its inception, the Internet, and subsequently social media, has been adopted and 
become established as an integral part of people’s lives. Other aspects of our lives 
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have not remained unaffected, and museums are no exception. Museums as well as 
cultural organizations have been transformed into cultural custodians who act as 
transmitters of information and knowledge to the public and at the same time 
museums are the recipients of messages, views, comments and ideas from the public 
through the online feedback process. 
Consequently, museums mobilize their audience to actively participate in all the 
functions of the museum from a distance. This has resulted in a change and 
development from the traditional linear model of communication adopted by 
museums (one-to-many) to its more interactive version (many-to-many). 
At this point it should be emphasized that the choice and design of social media for 
museums is a complex process. Initially, it is necessary that social media is included 
in the institutions’ general strategic planning as well as in their more specific 
communications policy, setting targeted and realistic goals which should run in 
tandem to the mission statement and to the vision of the museum. (Kelly L. , 2009) 
One factor that influences both the design and the adoption of social media as 
instruments of communication and interaction with the public is the body's prejudices 
regarding the nature of social media which are more anthropocentric. This bias can be 
overcome if museum managers become more familiar with the public and create a 
relationship of equality and trust with them. (MacArthour, 2008) 
 It is also important for the design of social media that museums take into 
consideration various factors that they cannot predict such as the level of user 
participation, the actions of the users and their ways of using social media, and 
subsequently anticipate the topics of discussion with the public. 
In order to avoid these issues and to ensure that social media operate effectively and 
also to enable the organization to reach a wider audience it may be necessary to hire 
or collaborate with a qualified professional (web designer, webmaster or education 
specialists). This specialized member of staff can collect and analyze data from 
research in order to design a digital environment that will meet the needs and 
expectations of the public. (Russo, 2007) 
The design of social media for museums should be based on general principles that 
contain a range of elements such as: the public’s/the museums’ views and ideas for 
setting up an exhibition, the content of which must be true, constructive and  easily 
accessible since this will stimulate the interest of the public; staff who are able to 
interact with young people and who respect their ideas and opinions; and also the 
opportunity for socialization, where social media users will be able to find people 
with common interests. (Kelly & Russo, 2008) 
In this way, a relationship of trust can be created between the public and the museum, 
a flow of knowledge will exist and more and more knowledge will be conveyed. In 
addition, the curiosity of the users will be aroused in a new interactive way leading to 
interaction with other users. The search for information will be carried out with 




Chapter 3 Questionnaire, research and business plans at the 
Archaeological Museum and Museum of Byzantine Culture of 
Thessaloniki 
3.1 Archaeological Museum of Thessaloniki 
 The Archaeological Museum of Thessaloniki is one of the most important and largest 
museums in Greece. It is housed in a building constructed in 1962 designed by the 
architect Patroclus Karantinos and is designated a protected monument of modern 
heritage. The museum is located in the center of the city, next to the coastal road of 
Thessaloniki, very close to publicly accessible archeological sites and is easily 
accessed by public transport. The Museum's collections include numerous objects 
dating from prehistoric times to the end of antiquity. They come from excavations 
carried out throughout Macedonia since 1912, as well as from donated collections. 
Through its collections the museum seeks to create an environment capable of 
attracting the visitor, to pique his interest in the collections, to entertain him, to build a 
relationship of trust with the visitor so that he wishes to return. It is important to 
mention that the Archaeological Museum of Thessaloniki includes in its program of 
events a large number of educational programs for both young and old. (The 
Archaeological Museum of Thessaloniki, 2017 ) 
In order that the Archaeological Museum may gain new visitors, as much as attract 
the interest of the new generation, to help inspire that new generation to search, to be 
educated and to acquire knowledge of the antiquities of Greece, it is necessary to 
speak the same language as the youth. 
 Therefore, the mass communication platforms created by the Archaeological 
Museum of Thessaloniki can also be classified as part of a wider audience. At present, 
the Archaeological Museum of Thessaloniki has an active Facebook page which 
25,505 people have “liked” and which 26,743 people “follow”. The most frequent 
publications posted on their page concern museum events, articles on antiquity, 
children's events, and the museum's participation in other activities. Also, the 
Archaeological Museum of Thessaloniki has an official page on Instagram which has 
been active since 2018. The photos that are posted in this profile are related to the 
museum collections and are accompanied by a description of the object and relevant 
information on where the visitor can get useful information about the displayed 
object. In addition to their Instagram profile, there are posted museum events, 
museum photos depicting both the exterior of the museum and the exterior. There are 
currently 1882 followers on the museum's Instagram page. About 3 years ago the 
museum created a page on YouTube, under the name AMTh. Currently 305 people 
are registered on the page. The contents of the videos vary, usually related to museum 
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events, digital exhibitions, historical videos and art programs. The most frequent 
video posts on YouTube we notice happened during the 2 seasons of the year 2020-
2021. The content of the videos at that time was mainly about activities in the 
museum which adults and children could participate in. The presentation of the 
numbers concerning the profiles of the Archaeological Museum of Thessaloniki 
represent the period of January 2021. 
3.2 Museum of Byzantine Culture of Thessaloniki 
The Museum of Byzantine Culture of Thessaloniki opened its doors to the public for 
the first time on September 11, 1994 with its first temporary exhibition, "Byzantine 
Treasures of Thessaloniki: “The return journey". This exhibition with its inspirational 
title marked the return of Byzantine antiquities on June 14, 1994, repatriated after 
spending approximately eighty years in Athens at the Byzantine and Christian 
Museum, where they had been conveyed in 1916. The opening also marked the end of 
a long process to establish a Byzantine Museum in Macedonia and more specifically 
in Thessaloniki, a city associated with events and figures from the history of the 
modern Greek state. As a building, the Museum of Byzantine Culture is considered 
one of the finest works of public architecture created in recent decades in Greece. 
After the death of Kyriakos Krokos, the architect of the building, the museum was 
awarded a special distinction by an international committee in the competition 
"Awards 2000" of the Hellenic Institute of Architecture, as "exemplary of its kind and 
a worthy example of a large public building, in the category Project Public ”, while in 
2001 it was designated by the Ministry of Culture (YPPO / DILAP / G / 3142/55420 / 
19-10-2001, FEK 1458 / BD / 22-10-2001) a historical monument and a work of art. 
The Museum's collections consist of more than 46,000 ancient (until 1830) movable 
monuments and works of modern or contemporary art, which date from the 2nd to the 
20th century. They consist mainly of the older collections of the original Ephorate of 
Antiquities of Macedonia and the former 9th Ephorate of Byzantine Antiquities, to 
which the Museum of Byzantine Culture belonged before its independence in 1997. 
They come mainly from excavations (systematic or salvage), from collections, 
seizures, inheritances, donations (since 1958), or from state-funded or sponsored 
purchase. The majority of the pieces (in number) are the collections of coins-stamps 
and small crafts, followed by those categorized as sculptures and icons. The ancient 
objects of the collections come mainly from Thessaloniki and Macedonia, from 
temples or other public and private buildings, and from cemeteries. (Μουσείο 
Βυζαντινού Πολιτισμού, Official site) 
The Museum of Byzantine Culture of Thessaloniki has a profile on Facebook. At the 
time of writing the museum page has 15,236 "likes" and 15,806 people are 
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“followers” of the page. This page displays all the information a potential visitor 
needs to know regarding the museum such as opening hours, the exact location of the 
museum, the ticket price, the e-mail of the museum and a short history. The posts that 
can be seen in their profile concern current events that take place in the museum, 
events that the museum organizes or participates in further information about museum 
events, historical retrospectives and exhibitions taking place in the museum. The 
Museum of Byzantine Culture of Thessaloniki also has an Instagram page. Its first 
publication was in 2019 and the page on Instagram has 241"followers". The 
publications that are posted relate to museum events. The research of this dissertation 
and its results were carried out in January 2021. 
3.3 Questionnaire 
In order to further investigate the use of social media by museums, we conducted 
research into the museums of Thessaloniki. The research we designed was carried out 
in two museums of Thessaloniki, Archaeological Museum of Thessaloniki and the 
Museum of Byzantine Culture of Thessaloniki. The research was conducted during 
the period between November and December 2020 and it was carried out using a 
structured questionnaire with 11 questions sent to the official email of the museums, 
and was answered by museum representatives, one from each museum. For the 
Archaeological Museum of Thessaloniki Ms. Aggeliki Koukouvou Depute Head of 
AMTh responded, and Ms. Evaggelia Aggelkou Head of the Collection of Icons, 
Murals, Mosaics, Copies, Manuscripts, Antibodies, Engravings, Drawings, Prints and 
collections on behalf of the Museum of Byzantine Culture. 
The questionnaire was chosen to be formulated in this way for the following reasons: 
it allows those in charge of social media in each museum to provide answers quickly, 
it helps in the collection of appropriate and objective information, while enabling 
rapid and simple codification and analysis of the results. The response time required 
to complete the questionnaire was estimated at 5-10 minutes. 
The initial aim of the researcher was to conduct an interview in these two museums 
for a more comprehensive form of research with questions and answers with further 
follow-up questions based on the responses provided at the time. However, that 
particular research could not be carried out given the prevailing conditions in the 
world, namely the spread of Covid-19 and the period of general lockdown that 
occurred throughout the country.  
The first contact with the museums was made by telephone with the secretariat and 
subsequently by e-mail which outlined the purpose of the research, provided 
information about the author of the e-mail and the content of the dissertation. Their 
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response was prompt given the circumstances and conveyed their willingness to assist 
in the research by completing the questionnaire. 
Mrs. Angeliki Koukouvou, Deputy Head of the Archaeological Museum of 
Thessaloniki, answered the questionnaire on behalf of that institution and Mrs. 
Evangelia Angelkou responded as Head of the Collection of Icons, Murals, Mosaics, 
Copies, Manuscripts, Anthology, Anthibolus at the Museum of Byzantine Culture of 
Thessaloniki. 
The purpose of this questionnaire is to understand the use of social media by 
museums, which platforms they use most often, if they use it on a daily basis, if it has 
helped the public to attend the museum as a physical presence, if through social media 
young people are also encouraged to go to the museum and, something that was 
unprecedented on a global scale, to what extent social media has helped museums in 
the current state of quarantine to retain their audience through social media and what 
response they have received from the public. 
All these questions were answered in the questionnaires and will be analyzed in the 
next section. 
3.4 Results and analysis of questionnaire 
According to our observations, the social media that we observe museums use, and 
specifically the museums to which the questionnaire has been sent (the 
Archaeological of Thessaloniki and the Byzantine Culture Museum of Thessaloniki) 
are Facebook, Instagram and Youtube. Based on this information, after extensive 
research on the social media of the Museums in question, the following questionnaire 




                                                       (See Appendix) 
  
To the first question: “Which social media used by the museum receives the most 
views daily?” Both museums responded that the social media that has the most views 




                                               (See Appendix) 
Regarding to the second question : “How often are updates made to the museum's 
social media?” The representative of the Archaeological Museum of Thessaloniki 
replied they publish a post on social media approximately once per week, while the 
Byzantine Museum makes several posts during an average week. 
 
                                                     (See Appendix) 
 To the third question of the questionnaire which concerned the content of the posts 
“Which of the following do the museum's social media posts relate to:” Both 
museums responded that the content of their posts concerns periodic exhibitions; 
however, the archaeological museum added educational programs and events of the 




                                              (See Appendix)           
The fourth question was about the most popular posts: “Which type of social media 
post, have been most popular?” This question was answered only by the 
Archaeological Museum of Thessaloniki, and it turned out that the most popular 
posts were those with interactive activities. 
 
 
                                                
                                                (See Appendix) 
The fifth question concerned whether there has been an increase in the number of 
visitors to the museum's physical space since the introduction of social media: “Have 
you noticed an increase in visitor numbers to the natural space of the museum since 
the introduction of social media?” Both museums provided an affirmative response 
to this question, indicating there was an increase in the number of visitors since the 
advent of social media. 
 
                                                      (See Appendix) 
The sixth question concerned the extent to which social media helps to attract new 
visitors to museums: “On a scale of 1-5 how useful do you consider social media for 
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attracting new visitors to museums?” From the scale 1-5 both museums gave the 





                                                      (See Appendix) 
 The seventh question in the questionnaire was about how much social media helps 
to reach different ages in museums: “Does social media allow you to target different 
/ new groups to the museum?” Both museum representatives answered yes to this 
question. 
 
                                                       (See Appendix) 
 The eighth question concerned the ages of people who are informed by social media 
about the activities of the museums “According to your statistics, which age group(s) 
are informed about the activities of the museum through social media?” According to 
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the answers given by both museums, the average age of the viewer who is informed 
about the activities of the museum by social media is from 25 to 64 years old. 
 
                                               (See Appendix) 
The ninth question concerned the extent to which the social media allowed the 
museum to promote itself during the Covid-19 period: “Does social media allow you 
to promote the museum during the Covid-19 crisis?” Both museums answered this 
question in the affirmative and found the impact of social media positive during this 
difficult period. 
 
                                           (See Appendix) 
The tenth question again related to the period of Covid-19 and to what extent 
museums found new ways to keep the museum audience engaged through social 
media: “During the 2020 periods of restricted social movement ("lockdowns") did 
you discover new ways to keep the museum community active?” Both museums 






                                        (See Appendix) 
The eleventh and final question concerned the period of Covid- 19 and to what extent 
museums have found new innovative ways to inform their public through social 
media: “Did the 2020 periods of restricted social movement ("lockdowns") help you 
discover new ways of informing the museum community through social media?” The 
answers from both museums were positive to the last question. 
The analysis of the answers from the questionnaires, these two museums in 
Thessaloniki demonstrate that the use of social media helps to inform the public in a 
continuous search for information and learning. The professionals of the museums 
place importance on social media in performing this role and try to use social media 
to reach the young audiences for educational and entertainment purposes. All this has 
positive results as our research shows, and in fact with the introduction of social 
media in their daily life, the museums gained visitors to the natural space of the 
museum. Is worth mentioning that is that in the Covid-19 period, museums attempted 
to find ways to retain the interest of their audience, to help and participate both in the 
latter’s entertainment and in their education, constantly finding new ways to achieve 
this and not lose their interest. It seems clear that social media played a significant 
role in this regard. 
As we learned from the responses to the questionnaire, the main application used by 
museums is Facebook. In the next and last section of this diploma we will create a 









 3.5 Business plan 
In order to shape the long-term strategy of the museum, its strengths and weaknesses 
in relation to the competition as well as the opportunities and threats that appear in 
its business environment must first be identified. This process is commonly known as 
SWOT analysis. This business plan is about introducing and better managing 
Instagram by museums. (Langley Dawn, 2020) 
The results of our questionnaire showed that at the moment museums choose 
Facebook as the main application for use on social media. It helps them keep their 
audience active and enables constant communication with it. We created a business 
plan that describes the pros and cons of using Instagram in museums. 
 
FOCUSING SOCIAL MEDIA AROUND INSTAGRAM 
 
Strengths Weaknesses 
• Attractive to younger and more 
diverse audiences 
• Instagram’s similarity to Facebook 
means the museum already possesses 
the relevant skills 
• Instagram offers the ease of posting 
across multiple platforms 
• As a pioneer of social media solely 
for photographs and videos, 
Instagram is innovative  
 
• Some Instagram users have voiced 
concerns regarding privacy and data 
security 
• Instagram’s share of the market has 
diminished due to the emergence of 
similar apps 
• Staff may not be properly qualified for 




• Proper use of Instagram can bring 
more visitors to museums 
• The museum can increase its fame 
worldwide 
• More advertising & marketing can 
raise awareness of museum 
collections  
• Ιn case of new social media 
application, Instagram may lose its 
popularity  
 
• Misuse of Instagram can have negative 
effects on the museum 
 
 
3.6 SWOT analysis 
We believe that better and more frequent use of this application can attract a wider 
audience to museums, a newer audience which can offer new ideas to inspire the 
museum for new projects and interact with it. Instagram is a medium that can be 
utilized by the museum to attract a diverse audience as, compared to other platforms, 
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it is the current platform of choice for young people. Regarding the museums’ 
strategy, it can be considered ideal to use Instagram for targeting younger audience. 
Also, at this point it should be mentioned that Instagram is part of Facebook. Since 
all museums today maintain a Facebook page, creating an Instagram page can be 
done instantly. The public user can easily access the page on Instagram if he already 
follows the museum account on Facebook. 
One of the many features of Instagram is the automatic publication of the post in all 
accounts maintained by the museum. As a result, the museum's social media manager 
saves time by creating different posts across all accounts. 
The unique selling point of Instagram is that it is the pioneer of social media based 
solely on photographs and videos, which is quite artistic and matches the profile of a 
museum. Consequently, the museum has the ability to find imaginative ways to 
attract followers initially and then a proportion of those followers may become 
visitors to the museum.  
The main weakness of Instagram as a social network is the issue of privacy and the 
possible accidental infringement of copyright when viewers download photos from 
the museum page. However, this can be avoided if the museum's webmaster is aware 
of copyright laws, informing users that they may be infringing on the site's 
copyrighted material, as well as its photos and videos. 
Another weakness in creating a museum page on Instagram is that the museum may 
invest a great deal of time, effort and funds in creating a valuable page which after a 
while may no longer be so popular or may even be superseded by a new social media 
platform. 
A further weakness is the possibility of insufficiently trained staff in the effective 
management of social media. Due to the limited number of employees and the heavy 
workload in museums, it is a common phenomenon for the management of the social 
media of the museum to be the responsibility of a member of staff who is not 
familiar with the subject.  
The opportunities offered by the use of Instagram are numerous. A well-set up 
Instagram page by a museum can result in an increase in the audience as a physical 
presence in museum. With frequent posts, interesting information and events that one 
can see on the Instagram page of a museum, the viewer is motivated to visit the 
museum. 
As social media knows no borders, a museum can become better known abroad. So, 
people from all over the world have the opportunity to "get to know" the museum 
initially through Instagram and then to visit it.  
Another feature offered by Instagram is inexpensive advertising or publicity. The 
museum has the ability to promote its events, activities, and even its collections via 
the application. This is beneficial in terms of both the recognition of the museum as 
well as in attendance. 
Among the threats of Instagram, we can mention the appearance of a new platform 
on social media which will supersede Instagram in popularity. Consequently, the 
museum should be ready to manage this situation and be able to adapt to the new 
data and follow the demands of society. 
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Threats might also include the misuse of Instagram. This may mean lack of 
information, sporadic posts, the annoying over posting of information to the public, 
or lack of understanding of public demand. 
 
Conclusion 
In summary the use and contribution of social media to reaching the public provided 
a new impetus for cultural organizations and museums. Through the new media, new 
activities are possible, new channels of communication open up to the public seeking 
meaningful contact with museums. 
The internet should be the driving force for the reshaping of the communication 
strategy of museums, through social media they can participate in the planning of 
their actions, as they can offer direct and multifaceted communication. Social media 
can radically change the profile museums have hitherto presented, a profile which is 
aimed at a limited demographic number of the public, and in its place create a new, 
modern and more creative profile in the realm of public communication as well as 
their actions. It is understood that museums aim to promote their collections and 
create a more accessible climate for the public, and given this desire and purpose, 
these changes are necessary to give the public the opportunity to express their views. 
The public expects their ideas for the museum environment to be represented in the 
museum's profile in a way that best suits their needs. One of the key features of 
social media is that it can facilitate public participation in innovative ways through 
the sharing of information as the activities they offer relate to the exchange of 
knowledge, views and content as well as social interaction. Creating an online 
community requires time, creativity, new ideas and constant research. It should be 
borne in mind that relationships that are created in these communities and are called 
"friends" must be based on trust. With the introduction of social media in museums 
as an integral part of their communication policy, a new goal is created by the 
museums, namely the greater involvement of the public, and social media offer the 
public a wide choice as to the form and extent of their active participation. 
The public, always diverse and demanding, plays the leading role in museums as it is 
the public to whom the museum transmits its messages. As the public is a user of 
social media, they have the ability to receive and transmit information; at the same 
time, they can be informed and re-share the information transmitted by museums at 
the high speeds offered by the internet, thus increasing the popularity of the 
institution. The freedom of expression that arises from social media is what attracts 
the public. The active participation of the users shapes the new environment in the 
museums. Thus, it is the public who is empowered. The possibilities offered by 
social media in museums are many: more effective promotion of the museum 
through the pages on social media; a change from the traditional form of 
communication to a new evolving form of communication through social media; the 
creation of alternative communication platforms; and the development of a more 
meaningful interpersonal relationship. 
To achieve this, however, museums must have a strategic plan that will be 
implemented and pursued; otherwise, without a coherent plan but merely the simple 
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utilization of social media, the result will be just another unsuccessful adoption of 
technology by museums. 
Museums that are interested in reaching out to younger audience with the help of 
social media should have an experience to present to them that is interactive, modern, 
substantial and useful. Museums should be guided by the fact that the new generation 
has grown up with the internet and especially with social media; they already use 
personal pages on social media and they have built their own code of 
communication. If museums can capture the capture the moment of the new 
generation, they will succeed. Social media can aid communication between the 
younger generation and the museum. The new generation brimming with ideas, 
imagination and an appetite for work, can help in the alternative interpretation of 
museum collections, which will help in the cultural role of museums. All this can be 
achieved if museums desire real and substantial change, guided by social media and 
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The questions included in the questionnaire were the following: 
1. Which social media used by the museum receives the most views daily? 
2. How often are updates made to the museum's social media? 
3. Which of the following do the museum's social media posts relate to: 
4. Which type of social media post have been most popular? 
5. Have you noticed an increase in visitor numbers to the natural space of the 
museum since the introduction of social media? 
6. On a scale of 1-5 how useful do you consider social media for attracting new 
visitors to museums? 
7. Does social media allow you to target different / new groups to the museum? 
8. According to your statistics which age group(s) are informed about the 
activities of the museum through social media? 
9. Does social media allow you to promote the museum during the Covid-19 
crisis? 
10.  During the 2020 periods of restricted social movement ("lockdowns") did 
you discover new ways to keep the museum community active? 
11. Did the 2020 periods of restricted social movement ("lockdowns") help you 
discover new ways of informing the museum community through social 
media? 
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